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Articles are cross-indexed by general subject and, where applicable, by country or area and product. 
In each entry the issue volume number precedes the date. An index is published in the first issue 
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pepper 
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an effective duty rebate scheme 
Export incentives 
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Paying the duty drawback 
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Duty drawback on exports: 
policy considerations 


Export costing and pricing 
New export costing and pricing 
adviser 


XVIII/3 July-Sept 82 p. 
XV/2 Apr-June 79 p. 


XIV/4 Oct-Dec 78 p. 


XIV/3 July-Sept 78 p. 


XIV/2 Apr-June 78 p. 


XVIII/4 Oct-Dec 82 p. 
XVI/4 Oct-Dec 80 p. 


XV/1 Jan-Mar 79 p. 
XIV/4 Oct-Dec 78 p. 
XVI/3 July-Sept 78 p. 


XIV/2 Apr-June 78 p. 


XVI/3 July-Sept 80 p. 


Designing for export—India’s NID 
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Opportunities for small business 
in export trade 

Export incentives 
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Export product development 

Protecting your product 

Contract manufacturing and 
licensing 

Product development: financial 
controls 

Product development: advancing 
the project 

Testing the new product 

Designing the product 

Using market research for product 
development 

Obtaining new product ideas 

Setting the company’s course 

Export product strategies 

Government support for product 
development 
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Export year 
Export Year—an idea that caught 
on XIV/3 July-Sept 78 p. 


Fairs, exhibitions 

How to attract visitors to your stand 

Arranging transport and customs 
formalities for trade show 
participation 

Designing and constructing your 
trade fair stand 

Measuring exhibition performance 

Preparing for the fair 

Before you enter a trade fair 

Visitor objectives—how decisions 
are made 

How to judge the success of your 
participation 

A simple guide for preparing the 
exhibit budget 

How to write a brief for the exhibit 
designer 

Visiting ministers from your 
country 

How to save costs by using the 
organizer’s shell scheme 
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Using a stand contractor 

Opening day protocol 

The day after the show closes 

Recording and following up 
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Export incentives 


Handling 

More efficient importing: 
sound materials management 
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Handling fresh tropical produce for 


export 
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Import operations and techniques 


Trade information: 
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of state trading organizations 
More efficient importing: 
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techniques 
Importing: the information needs 
Efficient import operations and 
techniques 
New expert on importing 
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Modern tools for export training 
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Expert advice on export quality 
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Export take-off 
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Efficient import operations and 
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New expert on importing 
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Improving transport to expand 
exports 

Analyzing your export effort 
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Writing a market research report 
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Preparing data for analysis 
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How the Irish Export Board 
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XV/3 July-Sept 79 p. 


Kuwait 
The Gulf States—ripe for fruits and 
vegetables 


Middle East 

Wooden building materials: 
attractive openings in 
Middle East market 


Netherlands 
CBI: a decade of service to 
developing countries 


Nigeria 
Openings abound on dynamic 
Nigerian market 


Oman 
The Gulf States—ripe for fruits and 
vegetables 


Philippines 
Philippine handicrafts: responding 
to the market 


Saudi Arabia 
The Gulf States—ripe for fruits and 
vegetables 


Sri Lanka 

How Sri Lanka has developed 
an effective duty rebate 
scheme 


Sweden 
A promotional campaign for green 


pepper 
Launching pineapples in S» eden 


United Arab Emirates 
The Gulf States—ripe for fruits and 
vegetables 


United Kingdom 
Export Year—an idea that caught 
on 


USA 
Spice promotion in the United 
States 


Yemen 
The Gulf States—ripe for fruits and 
vegetables 


XVII/1 Jan-Mar $1 p. 


XVIII/1 Jan-Mar 82 p. 


XVII/3 July-Sept 81 p. 


XIV/2 Apr-June 78 p. 


XVII/1 Jan-Mar 81 p. 


XVII/4 Oct-Dec 81 p. 


XVII/1 Jan-Mar 81 p. 


XVIII/4 Oct-Dec 82 p. 


XV/4 Oct-Dec 79 p. 
XIV/2 Apr-June 78 p. 


XVII/1 Jan-Mar 81 p. 


XIV/3 July-Sept 78 p. 


XVI/3 July-Sept 80 p. 


XVII/1 Jan-Mar 81 p. 18 
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Spice development 


Products 


Asparagus 
Canned asparagus exports 


Engineering goods 
EEPC: promoting Indian 
engineering exports 


Flowers 

Tapping Europe’s large 
floricu!tural market 

Marketing cut flowers 


Fruit, fruit products 

The fruit juice trade—an 
expanding business for 
developing countries 

Key export openings for 
certain fresh fruits and 
vegetables 

Handling fresh tropical produce 
for export 

The Gulf States—ripe for fruits and 
vegetables 

Hot line to the market 

Launching pineapples in 
Sweden 


Furfural 
Furfural: an export from waste 
material 


Handicrafts 

Philippine handicrafts: 
responding to the market 

Handicrafts: marketing in the 
eighties 

Handicrafts: a case in promotion 

KETA: a force behind exports 


XV/2 Apr-June 79 p. 


XVII/2 Apr-June 81 p. 


XVI/4 Oct-Dec 80 p. 
XV/1 Jan-Mar 79 p. 


XVIII/4 Oct-Dec 82 p. 


XVII/4 Oct-Dec 81 p. 
XVII/1 Jan-Mar 81 p. 


XVII/1 Jan-Mar 81 p. 
XVI/1 Jan-Mar 80 p. 


XIV/2 Apr-June 78 p. 


XV/1 Jan-Mar 79 p. 


XVII/4 Oct-Dec 81 p. 


XVII/3 July-Sept 81 p. 
XVII/3 July-Sept 81 p. 
XV/3 July-Sept 79 p. 


Seaweed 
Developing an export-oriented 
seaweed industry 


Shrimps 
Shrimps and prawns~a growing 
market in Western.Europe 


Spices 


XVIII/2 Apr-June 82 p. 12 


XVIII/2 Apr-June 82 p. 20 


Spice promotion in the United States XVI/3 July-Sept 80 p. 


A promotional campaign for green 
pepper 
Prospects for spice exports bright 


Textiles 
The importance of fashion in 
textile marketing 


Tools 
Tool trade strong and expanding 


Tropical fish , 
Imports play key role in tropical 
fish market 


Vegetable oils 

STC’s market intelligence system 
for oils and oilseeds 

Expanding mutual trade in 
vegetable oilseed products 


XV/4 Oct-Dec 79 p. 
XIV/1 Jan-Mar 78 p. 


XVIII/3 July-Sept 82 p. 


XVII/3 July-Sept 81 p. 


XV/4 Oct-Dec 79 p. 


XVII/2 Api-June 81 p. 


XVII/2 Apr-June 81 p. 


Vegetables, vegetable products 


Key export openings for certain 
fresh fruits and vegetables 

Dehydrated vegetables—careful 
marketing required 

Handling fresh tropical produce for 
export 


XVII/4 Oct-Dec 81 p. 


XVII/4 Oct-Dec 81 p. 


Herbal drinks 

Herbal drinks—export prospects 
bright XVII/1 Jan-Mar 81 p. 

Pepper 

A promotional campaign for green 


pepper XV/4 Oct-Dec 79 p. 


XVII/1 Jan-Mar 81 p. 

The Gulf States—ripe for fruits and 
vegetables 

Hot line to the market 


XVII/1 Jan-Mar 81 p. 
XVI/1 Jan-Mar 80 p. 


Wood products 
Wooden building materials: 
attractive openings in 


Middle East market XVIII/1 Jan-Mar 82 p. 8 


continued from page 17 


Other spice oils that may eventually be brought 
into Dominica’s essential oils programme are 
black pepper, cardamom and vanilla. Lime oil has 
likewise been included in the project, as an attempt 
to rehabilitate what was once a lucrative export 
business but has declined in recent years because 
of supply problems. 

The first phase of the essential oils project has 
involved a series of drying and distillation trials on 
patchouli, using plants being grown on ten acres of 
government land. Test marketing will soon be car- 
ried out on the oil samples. 

Eventually the Ministry of Agriculture expects 
to have approximately 400 acres of patchouli 
under cultivation on individual small holdings 
throughout the island. 


The programme is aimed at the small farmer. 
Farmers will be supplied with subsidized plant 
material from the Ministry—for example, a spice 
plant that costs $3 to produce will be sold for 
about one-tenth of that price. Farmers will also 
receive assistance with fertilizers and pesticides. 
The support to farmers will follow the same lines as 
the Ministry’s “ package” for other crops—the farm- 
er signs a loan agreement for the plant materials 
and, ifhe cultivates the plants according to instruc- 
tions, his loan is converted into a grant. Two spice 
specialists are currently working along with the 
Ministry’s 20 regular agricultural extension offi- 
cers to help farmers with spice cultivation. 

As in most other islands in the region, Domi- 
nica considers spices as a secondary crop, one to 
be interplanted with the more traditional commod- 
ities. “We look at patchouli as an intercrop,” 
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